Recently, Gruber et al."s (2011) Kano study revealed that complaining customers in Saudi Arabia are less difficult to delight than UK customers. The present study investigates whether these differences are caused by different service sector development stages, as suggested in their study, or by cultural differences instead. Data were collected using Kano questionnaires from 151 respondents with complaining experience in Singapore. This country was chosen as it has a highly developed service economy (like the UK) but also a collectivistic culture (like Saudi Arabia). The analysis reveals that Singaporean customers show the same preferences as those in the UK. We consider this as a strong indicator for the suggested impact of the stage of service sector development rather than cultural differences on complaining customers" preferences of frontline employee attributes. Our results support the findings by Gruber et al.
Introduction
Kano"s Theory of Attractive Quality, developed by Kano et al. (1984) , contributed to the TQM debate by questioning a one-dimensional view of quality. A literature review by Löfgren and Witell (2008) shows an increasing interest from both practitioners and academics in Kano"s work. Kano et al."s (1984) different quality dimensions show that quality attributes play different roles in creating customer satisfaction and preventing dissatisfaction, building upon previous work by Herzberg (1959) in the area of job satisfaction. Quality management comprises different levels. Lagrosen and Lagrosen (2012) use the following three levels with increasing levels of profundity: techniques, models, and values: A large number of practical techniques, which are occasionally based on statistics, are at the most superficial level.
Examples of models, the second level in Lagrosen and Lagrosen"s (2012) framework, are ISO 9000 and award models. Examples of values, the highest level of profundity, are customer focus, leadership commitment, and continuous improvement (Lagrosen & Lagrosen, 2012) .
The Theory of Attractive Quality could, in quality management terms, be described as a technique for providing the valuable customer focus by analysing customer requirements based on different quality dimensions. The theory helps companies categorize customer needs and allows researchers to gain a better understanding of customer preferences. Kano (2001) also found that quality attributes are not static but follow a life cycle: Attributes start as indifferent factors and then, over time, develop first to excitement factors before they later change to performance factors and then finally become basic factors. However, there is limited empirical evidence to support the suggested life cycles of quality attributes (Löfgren et al., 2011) . Kano (2001) and Nilsson-Witell and Fundin (2005) provided empirical support for the existence of a life cycle for successful quality attributes. Sireli et al. (2007) and Raharjo et al. (2009) have presented new approaches for dealing with the dynamics but do not provide any empirical evidence. Högström et al. (2010) found indications of life cycles but could not verify them as they did not use longitudinal data. Due to the scant number of existing studies, Gruber et al. (2011) conducted an exploratory study to investigate whether the life cycle phenomenon also would hold true for attributes of frontline employees dealing with customer complaints. For this purpose, they collected data in two countries at very different stages of service economy development: They chose the UK as a representative of a highly developed service economy and the still heavily oil-based economy of Saudi Arabia as a representative of a less developed service economy. The authors found that attributes of customer contact employees handling customer complaints that are performance factors in the highly developed UK service economy would still delight customers in the less developed Saudi Arabian service economy. The authors suggested that this finding would show the strong link between the developmental stage of a services economy and customer satisfaction and as a clear support for the concept of a life cycle of quality attributes. However, they also suggested that "future research should investigate to what degree the found differences of preferred frontline employee attributes were caused by the different developmental stages of services economies and to what degree cultural differences between the two countries may also have played a role" (Gruber et al., 2011, pp. 139-140) .
The purpose of this research study is to address this important research question. As stated by Gruber et al. (2011 ), Furrer et al. (2000 for example found that consumers from individualistic cultures have higher levels of service expectations than customers from collectivistic cultures. It is therefore possible that the revealed differences between the UK (an individualistic society) and Saudi Arabia (a collectivistic society) were caused by cultural differences and not, as claimed by Gruber et al. (2011) , by different developmental stages of service economy. We will therefore replicate Gruber et al."s (2011) study in a third country.
We will use Singapore as the third country as it has a highly developed service economy (comparable to the UK) but also a collectivistic culture (such as Saudi Arabia). Moreover, Mattila and Patterson (2004a) have expressed the need for more service recovery research, which complaint handling is a part of, in Asian countries. Therefore, it is believed that the current study, although exploratory in nature, can contribute to the limited literature on crosscultural complaint handling research.
Principles of Kano's theory of attractive quality
Recent research in customer satisfaction/dissatisfaction suggests that attributes of products, services and individuals can be classified into several categories, which all have a different impact on customer (dis)satisfaction (Löfgren & Witell, 2008) . Customer satisfaction is regarded as a multidimensional construct that consists of the following categories of quality elements (Kano et al., 1984) : Must-be quality elements, or basic factors (Matzler et al., 2004b) are features that customers expect and take for granted. While the fulfilment of these requirements does not increase customer satisfaction, these elements must be designed into the offering if dissatisfaction is to be avoided. If the offering does not meet these basic quality expectations, then customers will be very dissatisfied. One-dimensional quality elements, or performance factors, are attributes for which a linear relationship between attribute performance and (dis)satisfaction exists. The more (less) an attribute can fulfil the requirements; the more (less) customers are then satisfied. Attractive quality elements, or excitement factors are attributes that create high levels of customer satisfaction or even delight if the product or service achieves these factors fully (Matzler, et al.,1996) . Customers, however, will not be dissatisfied if products or services do not meet these requirements.
In addition to these three main categories, elements may also be classified as either indifferent quality elements that do not have an effect on customers" satisfaction levels, or reverse quality elements that create customer satisfaction when not fulfilled and dissatisfaction when fulfilled (Kano, 1984 ).
Kano"s Theory of Attractive Quality can also show which attributes have the strongest impact on customer (dis)satisfaction. The following equation can be used for calculating averages for "Better" and "Worse" (Berger et al., 1993, p. 18 
A, O, M, I represent "attractive", "one-dimensional", "must-be", and "indifferent" quality respectively in the equation. "Better" states whether customer satisfaction can be increased by fulfilling a customer requirement and "worse" shows if a customer requirement"s function is to avoid dissatisfaction (Berger et al. 1993 ). Knowledge about how quality attributes function in terms of raising customer satisfaction and preventing dissatisfaction helps organizations identify the attributes that add value by increasing customer satisfaction and which attributes only meet minimum requirements (Matzler & Sauerwein, 2002) . Organizations can then decide for which qualities and behaviours of contact employees they should design effective training programmes to help improve employee performance. In this context, there are two previous studies by Martensen and Grönholdt (2001) and Matzler et al. (2004a) . The first of these studies developed a model for employee satisfaction and loyalty, whereas the second concluded that Kano"s Theory of Attractive Quality could be applied to investigate employee satisfaction. The present study focuses on frontline employees dealing with complaining customers and not, as the previous studies, on employee satisfaction per se.
The importance of handling customer complaints after a service failure
According to Reichheld and Sasser (1990) , service providers aim at offering "zero defects" services because the ability to "do it right the first time" offers significant benefits in terms of lower costs of delivery and positive customer evaluations. However, due to the inherent heterogeneity in service provision, it is unrealistic to expect that companies can always attain that goal (Schoefer & Diamantopoulos, 2008) . The opportunity that a complaining customer gives a company in terms of recovery and improvement of the relationship should not be underestimated. Companies who do not rise to the challenge of complaining customers are turning down the important opportunity of reclaiming and improving a relationship (Rothenberger et al., 2008) . Companies who have not as yet understood this, urgently need to reconsider their thinking and management such that they regard complaints as a valuable source of market intelligence which enables them to solve the customer"s problem and improve the company"s offerings (Priluck & Lala, 2009 ).
The important role of frontline employees in handling customer complaints
There are many channels (e.g., e-mail, chat, telephone) available to customers to voice their dissatisfaction. Still, according to Lovelock and Wirtz (2010) , most customers generally make their complaints in person. For complaints made in person, the qualities and behaviours of frontline employees have an impact on how customers perceive the complaint handling encounter and on how they evaluate the complaint handling efforts of the company. Hartline and Ferrell (1996) believe that the behaviours and attitudes of frontline employees primarily determine the customers" perceptions of service quality. Companies therefore need to know what complaining customers expect and how frontline employees can meet or exceed customer expectations to recover and strengthen the endangered relationship with dissatisfied customers (Bitner et al., 1994) . Dahlgaard-Park (2012) suggests that organizations need to understand how employee satisfaction and commitment are affected by different kinds of needs. Her trinity model, 3 L, of human needs builds on the research field of motivation factors (Maslow, 1954; Herzberg, 1959) and includes the categories "physical" or "biological needs (living)", "mental/psychological needs (learning)", and "spiritual needs/core values (loving)". If companies know what customers expect, frontline employees may be able to adapt their behaviour to their customers" underlying expectations, which should have a positive impact on customer satisfaction (Botschen et al., 1999) . However, as pointed out by Dahlgaard-Park (2012) , to achieve that, companies also need to know how to satisfy their employees.
The role of national culture in shaping (complaint handling) expectations
In managing satisfaction and quality, companies operating in several countries have to cope with an additional level of complexity: national culture. Understanding the role of national culture is an important research issue because of its effect on both international marketers and consumers. In international marketing, national culture is frequently named as an crucial factor for foreign market entry and global branding strategies (Bearden et al., 2006) . National culture also influences consumer behaviour in international markets (De Mooij, 2009 ) and is defined as the "collective programming of the mind which distinguishes the members of one group or category of people from those of others" (Hofstede & Hofstede, 2005, p. 
4).
Individuals share a collective national character, which shapes their behaviours, values, and beliefs.
Most developed economies are service economies and an increasing number of companies are offering their services internationally (Lovelock & Wirtz, 2010) . As service providers shape their offerings in line with their domestic target market"s expectations, during intercultural service encounters these differences may cause problematic "culture shocks" (Stauss & Mang, 1999) . Therefore, service providers need to have a good understanding of the specific national culture in which the organization competes (Zhang et al., 2008) .
Despite this crucial role of cultural differences, Furrer and Sollberger (2007, p. 97) surprisingly point out that "global marketing of services is under-researched and that cultural differences in customers" expectations for service and service performance are not well understood". Further, most research in consumer behaviour relies on theoretical frameworks developed in Western societies (Mattila & Patterson, 2004b) . In particular, relatively little is known about the cross-cultural generalizability of service recovery strategies (Mattila & Patterson, 2004a) and Zhang et al. (2008) in their review of cross-cultural services research found that there is surprising lack of research on service failure and recovery. Developing a deeper understanding of the impact of national culture on service recovery expectations is an essential first step in the process of designing effective service recovery strategies (Mattila & Patterson, 2004b) . Zhang et al. (2008) indicate that Hofstede"s (2001) five dimensions (power distance, individualism, masculinity, uncertainty avoidance and long term orientation) provide the most popular framework for cross-cultural services research. Including Singapore in the present study will allow us to investigate to what degree cultural differences may have influenced the discovered differences between UK and Saudi Arabia in Gruber et al."s (2011) study instead of different stages of service sector development. In particular, we will test the following hypothesis:
The research study
• Hypothesis 1a: If the Kano map for Singapore is similar to the UK map, then the stage of service sector development is predominantly responsible for the discovered differences.
• Hypothesis 1b: If the Kano map for Singapore is similar to the Saudi Arabian map, then cultural differences are predominantly responsible for the discovered differences.
Individualism is the degree to which individuals" identities are linked to their existence as individuals, rather than as members of groups (Hofstede &Hofstede, 2005) . At nation level, individualism and collectivism appear as opposite poles of one dimension (Hofstede & Hofstede, 2005) . Compared to individualists, collectivists tend to be more conscious with their relationships with other people and put higher values on face, group harmony, conflict avoidance, respect, and group status (Triandis, 1995) . Individualist cultures are high-context cultures whereas collectivist ones are low-context cultures. Hofstede and Hofstede (2005) thus link individualism/collectivism to the findings of Hall (1976) With a score of 89 (maximum value is 100), the UK has the third highest of all individualistic scores with only Australia and the USA having even higher ones (Hofstede, 2012) . By contrast, Singapore is a collectivistic society with a low score of 20. For Singaporeans, the "We" is by far more important than the "Me" and people belong to ingroups (families, clans or organisations) in which everyone is looked after in exchange for group loyalty. Similarly, Saudi Arabia has to be regarded as a collectivistic society with a low score of 25. Close long-term commitment to the member group and loyalty are crucial and are more important than most other societal regulations and rules (Hofstede, 2012) .
The power distance dimension refers to the extent to which the less powerful members of institutions and organizations within a country expect and accept that power is distributed unequally (Hofstede & Hofstede, 2005) . With a score of 35 (maximum value is 100), the UK has one of the lowest scores, which means that it is a country that strongly believes that inequalities amongst people should be kept at a minimum (Hofstede, 2012) . By contrast, in large power distance cultures, like Singapore (score of 74) and Saudi Arabia (score of 95), everyone has a rightful place in a social hierarchy and as a result acceptance and giving of authority is something that comes naturally (De Mooij, 2009 ).
Individualism/collectivism is widely regarded as being the most researched and validated dimension of Hofstede"s framework (Sánchez & Curtis, 2000) and recent studies have used this dimension in the context of international services marketing (e.g. Hui et al.,2011) . These cultural dimensions are also relevant here because both individualism/collectivism and power distance focus on the relationships between oneself and other people. Furthermore, the individualism and power distance dimensions are correlated; large power distance countries tend to be more collectivist while small power distance countries tend to be more individualist (Hofstede & Hofstede, 2005) .
The following table summarises Hofstede"s (2012) individualism and power distance scores for all three countries and the scores for services sector contribution to gross domestic product (GDP). Services cover communications, finance, government activities, transportation, and all other private economic activities that do not produce material goods.
The table also shows that Singapore has a similar level of service sector development like the UK and similar individualism and power distance scores like Saudi Arabia, making it the ideal country for this replication study. Gruber et al. (2011) originally collected data from 149 respondents with complaining experience in the UK aged between 22 and 28 years (average age=25.4) and from 123 respondents in Saudi Arabia with complaining experience aged between 25 and 36 (average age=32.8). For our replication study, we collected data from 151 respondents aged between As in the Gruber et al. (2011) study, respondents first had to recall a situation in which they complained in person to a frontline employee. Respondents had to remember how the employee reacted and if they were satisfied or dissatisfied with the company"s complaint handling process in general and with the qualities and behaviours of the frontline employee in particular. No specific industrial sector was concentrated on as the study focused on the qualities and behaviours of frontline employees and previous research by Winsted (2000) found that the majority of behaviours of service employees are the same across different service industries. This first part of the questionnaire acted as a "warm up" for the following Kano questionnaire, which contained the 19 attributes that Gruber et al. (2011) used in their study.
------------------------------Insert Table 1 about here ------------------------------

Data collection and analysis
For each frontline employee attribute in the questionnaire, respondents had to answer a question consisting of two parts: "How do you feel if the feature is present?" and "how do you feel if the feature is not present?". For each question, respondents could then answer in five different ways: 1.) I like it that way. 2.) It must be that way. 3.) I am neutral. 4.) I can live with it that way. 5.) I dislike it that way. Table 2 shows an example taken from the questionnaire used in this study.
------------------------------Insert Table 2 about here ------------------------------
Using Kano et al"s. (1984) evaluation table, we then classified the attributes following recommendations by Berger et al. (1993) and Matzler et al. (1996) . Table 3 shows an example of an evaluation table. The functional and dysfunctional forms of the question were combined in the evaluation table, which lead to different categories of requirements. For instance, if a respondent answered "I like it that way," to the functional form of a question -and answered "I am neutral," or "I can live with it that way," to the dysfunctional form of the question, then the combination of these questions in the evaluation table lead to category A, which indicated that the attribute is an attractive or excitement factor to the respondent.
In addition to the three categories relevant for our analysis (basic, performance, and excitement factors), the evaluation table also allows for the classification of requirements as reverse, questionable or indifferent (Witell & Löfgren, 2007) . Reverse features are those that respondents do not want and that also lead to actual dissatisfaction if present . Questionable results reveal a contradiction in the respondent's answer to the question (Berger et al., 1993) and commonly mean that the respondent either misunderstood the question or that it was phrased incorrectly (Matzler et al., 1996) . Table 3 
about here ------------------------------
In this study, no frontline employee attribute led to any questionable results. The results of the classification process resulted in a customer satisfaction (CS) coefficient (Matzler et al., 1996) , indicating the impact of an attribute on satisfaction (if fulfilled) and dissatisfaction (if not fulfilled) that was then visualized in a matrix chart. This chart then illustrates which frontline attributes are basic, performance, and excitement factors for complaining customers.
Findings and discussion
The Kano map in Figure 1 depicts the results of the classification process described above and illustrates which attributes of frontline employees are basic factors that complaining customers in Singapore take for granted, performance factors for which the relationship between attribute performance and (dis)satisfaction is linear, and excitement factors that have the potential of delighting complaining customers.
------------------------------Insert Figure 1 about here ------------------------------
As can been seen from the map, no attributes of frontline employees are classified as basic or taken for granted factors and also no attributes can delight complaining customers in Singapore. However, "Listens carefully" and "Honesty" are close to the area of basic factors.
The fulfilment of these requirements increases customer satisfaction only marginally.
However, if frontline employees do not listen carefully to what their complaining customers are saying and if they do not appear to be honest, then customers will be very dissatisfied.
"Active listening" is an attribute that frontline employee have to have in order to avoid customer dissatisfaction, which supports findings by authors such as Comer and Drollinger (1999) who suggested that the frontline employee"s listening behaviour is crucial for personal interactions and that customers demand employees who listen carefully to what they have to say.
Although no frontline employee attribute was classified as an excitement factor, "Further questions", which means that frontline employees will contact the complaining customer again after some time to find out whether the customer is satisfied with the complaint resolution, boarders the area of excitement factors.
The two frontline employee attributes "Tries to fulfil request" and "Shows Genuine Care" have the strongest impact on customer satisfaction. Frontline employees have to express genuine interest in the voiced problem of the complaining customer. Complaining customer have to perceive them as being authentic and genuinely willing to act on their behalf of, which supports findings by Gruber et al. (2011) .
The Kano maps in figure 2 and 3 compare the findings for Singapore (black circles) with the ones for Saudi Arabia (grey circles in Figure 2 ) and the UK (grey circles in Figure 3 ).
As a preliminary way of testing the research hypothesis whether the discovered differences between UK and Saudi Arabia in Gruber et al."s (2011) study were caused by cultural differences instead of different stages of service sector development, we propose a visual comparison as an innovative form consistent with the visual metaphor of the Kano methodology. As shown in figures 2 and 3, the dotted lines between attributes for Singapore and Saudi Arabia (Figure 2 ) are generally longer than those for Singapore and the UK (Figure   3 ). Figures 2 and 3 about here
This first visual comparison already reveals that the two countries with highly developed service economies (Singapore and the UK) seem to be more similar with regard to the preferred attributes of frontline employees dealing with customer complaints than the two countries having a collectivistic society (Singapore and Saudi Arabia).
While the visual representation of the findings is already informative, a closer look at the data confirms our initial assessment. Tables 4 and 5 about here - Tables 4 and 5 .053 ("Apologises") and .491 ("Listens carefully") with an average length of .280. This further supports our preliminary conclusion that it is the stage of the service sector development that predominantly accounts for the differences between countries identified in this research.
------------------------------Insert
-----------------------------
Conclusion and implications
The study provides insights into the preferred attributes of frontline employees dealing with complaints in face-to-face complaint handling encounters in Singapore. Further, our study results support the findings by Gruber et al. (2011) . By doing so, they surprisingly refute previous research which concluded that national culture plays a significant role in shaping customer expectations during service recovery encounters (Mattila & Patterson, 2004b) . In particular, they contradict results from service recovery research where customers from individualistic cultures have been found to emphasize the service"s functional or transactional elements but customers from collectivistic cultures have been found to emphasize the more intangible relational dimensions of the service (Winsted, 1997) .
Our study especially corroborates the notion of a life cycle of quality attributes that authors such as Löfgren and Witell (2008) found for goods and services and that Gruber et al.
(2011) discovered for the preferred attributes of frontline employees dealing with customer complaints. Our findings from Singapore especially give further evidence to the findings by Gruber et al. (2011) that showed that frontline employee factors that are performance factors in a highly developed service economy (e.g. UK) can still create delight for customers in a less developed service economy (e.g. Saudi Arabia). Thus, customer sophistication and expectations indeed vary across countries due to the different stage of service economy development. Instead of tailoring complaint-handling tactics to consumer preferences based on cultural differences, our findings suggest that marketers should pay more attention to the stage of service development stage when planning complaint-handling strategies.
International companies operating in developed service economies are likely to have high levels of experience and knowledge. Thus entering into less developed service economies such as Saudi Arabia could provide international companies with a strong competitive advantage with regard to handling complaints effectively over local companies.
Limitations and directions for further research
Due to the exploratory nature of the study and the scope and size of the sample, the results and our implications are tentative in nature. Even though our study has a sample size similar to other Kano studies (Löfgren & Witell, 2008) , future studies could still use larger samples that represent the broader consumer population in the selected countries as suggested by Gruber et al. (2011) . The use of a convenience sample of respondents limits the generalizability of the findings even though our respondents had both sufficient working and complaining experience. Further, Greenberg (1987) points out that the potential for generalizability can never be achieved in just one study but is an empirical question that demands comparisons over several studies.
Another area of potentially fruitful research relates to identifying differences between customer and frontline employee expectations. For example, service providers and employees may not match the quality perceptions and expectations of customers (Mattila & Enz, 2002) .
In this respect, from a TQM-perspective, it would be interesting to make connections to other areas of research such as Dahlgaard-Park"s (2012) trinity model of human needs. Future studies could also include sampling both frontline employees and their customers in order to identify differences and similarities in perceptions of the complaint handling process. An understanding of such differences could prove particularly important for the development of appropriate training programmes. 
